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in the commercial management of CITEs 

from Peru’s agro-industrial sector

ABSTRACT
The main objective of this research was to determine the influence of the 
7 Ps of marketing in the commercial performance of public agro-industrial 
CITEs in Peru. However, the non-implementation of the 7 Ps of marketing 
by the Centers of Productive Innovation and Technology Transfer (CITE by 
their Spanish initials) negatively affects their commercial performance. To 
help improve this problem situation, an experimental study was conduc-
ted, where the 7 Ps of marketing were devised and implemented for two 
agro-industrial CITEs from Peru: CITE Huallaga UT Ambo and CITE Agroin-
dustrial UT Huaura. To achieve an effective design of the 7 Ps of marketing, 
the results of a situational analysis of these CITEs was considered, as well 
as the needs and wants of their target audience. After conducting this re-
search, it was concluded that the CITEs which implemented the 7 Ps of 
marketing had a better performance in the placement of technological ser-
vices and an increase in the number of agro-industrial companies served, 
compared to previous years and to other agro-industrial CITEs which did 
not implement the 7 Ps of marketing.
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INTRODUCTION
The Technological Institute for Production in 
Peru, by means “de los Centros de Innovación 
Productiva y Transferencia Tecnológica buscan 
garantizar el cumplimiento de las normas téc-
nicas, buenas prácticas y estándares de calidad 
en las empresas” [of the Centers for Productive 
Innovation and Technological Transfer, seeks 
to guarantee compliance with standards, best 
practices and quality standards in companies]. 
(Instituto Tecnológico de la Producción, n.d., 
par. 2). According to the website of the Techno-
logical Institute for Production, Peru currently 
has ten public agro-industrial CITEs, which are 
mostly managed by agro-industrial engineers 
who have no knowledge of marketing. For this 
reason, the public agro-industrial CITEs have 
an inefficient commercial management, which 
is reflected in the low reach of the services they 
offer, the small number of customers, and a low 
degree of customer satisfaction. In such regard, 
the main research problem was proposed as: 
To what extent do the design and implementa-
tion of the 7 Ps of marketing influence the com-
mercial performance of public agro-industrial 
CITEs in Peru?

In relation to the marketing mix, Arellano 
(2010) states that “en los años 60 Jerome McCa-
rthy propuso la existencia de lo que llamó las 4 
P ś del Marketing que incluían las variables de 
Producto, Precio, Punto de venta y Publicidad” 

[in the 1960s, Jerome McCarthy proposed the 
existence of what he termed the 4 Ps of mar-
keting, which included variables Product, Price, 
Place, and Promotion] (pp. 121-122). Where: 

• The P for Product represents what the 
organization produces and delivers to 
the consumer.

• The P for Price represents what the 
customer delivers to the organization 
in exchange for the product or service. 

• The P for Place represents what makes 
the product reach the consumer.

• The P for Promotion represents all 
means of communication used by the 
company to make its product or ser-
vice known.

Reinforcing the composition of the four 
variables in the marketing mix, Kotler and 
Armstrong (2017a) state that “las cuatro P del 
marketing son el producto, precio, plaza y pro-
moción” [the four Ps of marketing are product, 
price, place, and promotion] (p. 51). 

However, as stated on the Toolshero web-
site (n.d.), the traditional 4 Ps of marketing have 
been extended by Bernard H. Booms and Mary 
J. Bitner to the 7 Ps of marketing, after adding 
the P for People, the P for Processes, and the P 
for Physical Evidence (see Figure 1). 

Figure 1
The 7 Ps of marketing
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Note. Adapted from Toolshero, n.d.
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• The P for People represents the image 
and way in which contact staff deal 
with customers. 

• The P for Processes represents the ac-
tivities, procedures and protocols to 
deal with customers. 

• The P for Physical evidence (Place-
ment) represents the “entorno en el 
que un servicio se produce a partir 
de una interacción entre un empleado 
y un cliente” [environment in which a 
service is provided from an interaction 
between an employee and a customer] 
(Toolshero, n.d.), to be demonstrated 
through physical evidence.

Reinforcing the composition of the 7 Ps of 
marketing, the thesis by Bacilio et al. (2022) 
states that “las 7 P’s del marketing son el pro-
ducto, precio, plaza, promoción, personas, pro-
cesos y evidencia física” [the 7 Ps of marketing 
are product, price, place, promotion, people, 
processes, and physical evidence] (pp. 17-18).

In relation to commercial management, 
we agree with Villanueva and Manuel de Toro 
(2018) in that it is necessary to conduct com-
mercial research, not only to meet the clients, 
but to retain them. Other authors also state 
that, to generate exchanges of goods and ser-
vices which are satisfactory for customers, 
it is necessary to apply marketing strategies 
(Yépez Galarza et al., 2021). In addition, market 
segmentation is necessary because it helps tar-
get the marketing strategies to a group of cus-
tomers with common characteristics (Navar-
ro Palacios and Muñoz Rodríguez, 2015). This 
information is reinforced by Escudero (2011), 
who states that “para que un producto se pueda 
vender solo, el especialista de marketing debe 
de ajustar las necesidades del cliente a la elabo-
ración del producto o servicio” [for a product to 
sell by itself, the marketing specialist must ad-
just the customers’ needs to the production of 
the product or service] (p. 70). Castelló (2007) 
also states that “para reducir el riesgo al fra-
caso, los especialistas del marketing deben de 
estructurar la oferta (producto o servicio) en 
función de las necesidades de sus clientes” [to 
reduce the risk of failure, marketing specialists 
must structure the product or service offered in 
relation to the customers’ needs] (p. 121). Other 

authors have stated that “las investigaciones de 
mercados te proporcionan mayor confianza y 
certeza para el diseño del marketing mix” [mar-
ket research provides better trust and accuracy 
in the design of the marketing mix] (Ortiz Delg-
adillo et al., 2015, p. 6) (see Figure 2).

METHOD
This research has an explanatory level because 
it explains the impact that the implementation 
of the 7 Ps of marketing had on the commercial 
performance of agro-industrial CITEs. In addi-
tion, the research was conducted in a longitudi-
nal period between 2018 and 2019, and has an 
experimental design because in 2019, the 7 Ps 
of marketing were designed and implemented 
in the agro-industrial CITEs.

In addition, the following method was 
used:

Step 1. A situational analysis was con-
ducted 

The situational analysis was conducted at 
CITE Huallaga UT Ambo, located in Huánuco, 
and CITE Agroindustrial UT Huaura, located in 
Huaura, where the main crops grown are prod-
ucts related to the fruit supply chain.

This situational analysis helped prepare 
the SWOT matrix (strengths, weaknesses, op-
portunities, threats) for both CITEs. We there-
fore agree with Quico (2011) in that one is 
ready to prepare the SWOT matrix once an ex-
ternal and an internal analysis of the products 
and services has been carried out (p. 37).

Step 2. The needs and wants of the 
agro-industrial CITEs’ target audience 
were investigated. 
To this end, a survey was administered to 51 
companies from the agro-industrial sector, 17 
of which are commercial customers of CITE 
Huallaga UT Ambo, while 34 are commercial 
customers of CITE Agroindustrial UT Huaura. 

We therefore coincide with Lovelock and 
Wirtz (2015) in that market research surveys 
should be representative and reliable so that 
they evaluate the company’s relative position 
in relation to quality goals, and the employees 
who provide the service (pp. 390-391). 
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Step 3. The strategies for the 7 Ps of 
marketing were designed.
The marketing mix (7 P) strategies were de-
signed in April 2019 for the CITE Huallaga UT 
Ambo and the CITE Agroindustrial UT Huaura. 
To this end, the results of the situational anal-
ysis and the market research were considered. 
We therefore agree with Sainz de Vicuña (2014) 
in that marketing tasks should have market ori-
entation, not only dealing with customers but 
also with competitors, distributors, socioeco-
nomic aspects and the inter-functional coordi-
nation of the company (p. 48).

Once the marketing mix activities were 
designed, a meeting was held with the teams in 
charge of both of the CITEs analyzed to present 
the final results. This eventually helped obtain 
a final version of the 7 Ps of marketing which 
included contributions, priorities, and limiting 
factors for the execution of these strategies. 
We therefore agree with several authors in that 
one of the most important factors influencing 
the design and execution of marketing tasks is 
“la organización misma, cuya misión determina 

a qué se dedica y cuáles son sus objetivos” [the 
organization itself, whose mission determines 
what it does and what objectives it has] (Kerin 
y Hartley, 2018, p. 5).

Step 4. The commercial management 
results of agro-industrial CITEs were 
analyzed. 

• A comparison was made between the 
results of services performed and the 
number of customers served in 2018 
versus 2019 at CITE Huallaga UT Ambo.

• A comparison was made between the 
results of services performed and the 
number of customers served in 2018 
versus 2019 at CITE Agroindustrial UT 
Huaura.

• A comparison was made between the 
results of services performed and the 
number of customers served by the 
CITEs that had the 7 Ps of marketing 
designed for them, versus the CITEs 
that did not.

Figure 2
Process of commercial management  
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RESULTS 
This research helped design marketing mix 
strategies for both agro-industrial CITEs ana-
lyzed, which contributed to improving the 
number of services performed and increasing 
the number of customers served. 

The design of the 7 Ps of marketing imple-
mented in both CITEs is detailed below: 

Product strategies
• Service prioritization for business ser-

vice indicators. The CITEs focused their 
efforts on promoting services that contrib-
uted to improving the indicators related 
to the number of companies served. This 
included training and technical assistance 
to ensure that the objectives defined by ITP 
would be achieved.

• Use of facilities and competitive advan-
tage. As part of a competitive strategy, the 
use of CITE facilities was maximized. Also, 
the image and capabilities of their laborato-
ries were used as a differential advantage 
in the promotional strategy.

• Review of the satisfaction measurement. 
The discrepancy between internal percep-
tions and customers’ opinions highlights 
the need to review the methods and tools 
used to measure satisfaction.

Place strategies
• Market awareness and understanding. 

All the employees understood the socio-de-
mographic profile of their target audience. 
The correlation between regional econom-
ic-financial development and the use of 
technology by agro-industrial companies, 
which highlights its importance for busi-
ness success. In addition, opportunity was 
identified in the business objectives and 
problems, especially in the opening of new 
markets. The technical-productive aspect 
of CITEs is presented as a solution to ad-
dress this need.

• Segmentation and service prioritization. 
Service to small and medium-sized enter-
prises is prioritized because this market 
segment is able to absorb a wide range of 
technological services. The importance of 

serving micro and small-sized enterprises 
is also highlighted.

• Identification and articulation with 
competitors, suppliers and government 
programs. Market competitors were iden-
tified, as well as similar government insti-
tutions for strategic collaboration for the 
benefit CITEs and agro-industrial compa-
nies. This collaboration offered opportuni-
ties to cross-promote services and collabo-
rative strategies. 

• Focus on company employees. The im-
portance of attending to the workers of the 
CITEs was emphasized, as this is a segment 
that needs development and training, espe-
cially operators.

Promotion strategy
• Cross-promotion for sales efficiency. 

The cross-promotion of services among 
the center’s various areas was reinforced. 
This requires the entire technical team to 
be able to promote the services offered by 
other areas.

• Consolidation of advertising pieces. All 
the promotion and advertising pieces were 
jointly prepared. These materials will be 
released throughout the year to speed up 
the approval process and to prevent delays 
in the ITP’s centralized procedures.

• Including purchase motivations in com-
munications. Both the internal (self-im-
provement, ambition) and external (buy-
ers’ demands) factors must be used in the 
communication strategy to highlight the 
service value.

• Expand the latent demand. Many busi-
nesspeople have not leveraged technologi-
cal services, mainly due to their lack of un-
derstanding of their importance, and to the 
lack of reliable suppliers. Specific actions 
were carried out to address these problems.

• Optimization of business testimonials 
Business testimonials were effectively 
used. Given the sectorial approach of the 
businesspeople, a bank of testimonials from 
different sectors was created to impact  
specific audiences and increase the effec-
tiveness of the promotion.



Johannes Schmidt Urdanivia, Cecilia del Carmen Velásquez Diaz

Gestión en el Tercer Milenio 26(52) 
146

Price strategy
• A new price proposal was presented for the 

new services that would become part of the 
CITE product portfolio. These are within 
the limits established by the Single Text of 
Administrative Procedures (TUPA by its 
Spanish initials) of each CITE. 

Personnel strategy
• Strengthening commercial capabilities. 

The aim was to improve the basic business 
skills of the technical team, given that CITEs 
operate in the professional service sub-sec-
tor, where the quality of service depends to 
a large extent on the personnel.

• Recognition based on customers’ evalu-
ation Recognition to employees was mainly 
based on their job performance, which was 
evaluated by the businesspeople through 
the application of surveys. 

• Inclusion of an innovation project de-
velopment service. To this end, strategic 
alliances were agreed with other agro-in-
dustrial CITEs to implement innovative 
projects in the product portfolio.

Process strategy
• The CITEs’ processes were identified and 

improved. The employees were trained on 

how to serve customers, and the necessary 
resources were allocated to the personnel 
so that the customer service process appli-
cation becomes effective.

Physical evidence (placement) delivery
• The furniture and infrastructure of the 

premises were given treatment, the ap-
pearance of the customer service platform 
was improved, a positive attitude was de-
veloped in the contact personnel, the CITE 
brand was revalued, the CITE social media 
accounts were redesigned, and the posi-
tioning of the culture and values of the CITE 
was reinforced.

Through the implementation of the 7 Ps of 
marketing in the above-mentioned CITEs, the 
following commercial results were achieved: 

Commercial results in regard to services 
performed by the CITEs which had the 7 
P developed for them.
Table 1 shows a 45% increase in the services 
performed by CITE UT Agroindustrial Ambo in 
2019, compared to the year 2018. 

Table 2 shows an 81% increase in the ser-
vices performed by CITE UT Agroindustrial Hu-
aura in 2019, compared to the year 2018. 

Table 1
Number of services performed by CITE UT Agroindustrial Ambo

Years Services performed by CITE UT Agroindustrial Ambo Increase

2018 566 27%

2019 1501 73% 935 45%

Total 2067 100%

Note. Adapted from Table 70, Results of services performed by agro-industrial CITEs in 2017, 2018 and 2019. Velásquez Díaz, 2023.

Table 2
Number of services performed by CITE UT Agroindustrial Huaura

Years Services performed by CITE UT Agroindustrial Huaura Increase

2018 435 10%

2019 4100 90% 3665 80%

Total 2067 100%

Note. Adapted from Table 70, Results of services performed by agro-industrial CITEs in 2017, 2018 and 2019. Velásquez Díaz, 2023.
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Commercial results in terms of the num-
ber of clients of CITEs that had the 7 Ps 
designed
Table 3 shows a 6% increase in the number of 
clients served by CITE UT Agroindustrial Ambo 
in 2019 compared to 2018. 

Table 4 shows a 6% increase in the number 
of clients served by CITE UT Agroindustrial Hu-
aura in 2019 compared to 2018. 

Commercial results in relation to the 
services performed by CITEs that had 
the 7 Ps designed versus other agro-in-
dustrial CITEs 
Figure 3 shows that, between 2018 and 2019, 
there was a good increase in the number of 
services performed by CITE UT Ambo and 
CITE Agroindustrial Huaura, which had imple-
mented the 7 Ps of marketing, versus the other 
agro-industrial CITEs.

Table 3
Number of clients served by CITE UT Agroindustrial Ambo

Years Clients served by CITE UT Agroindustrial Ambo Increase

2018 386 47%

2019 438 53% 52 6%

Total 824 100%

Note. Adapted from Table 73, Results of number of clients served in 2017, 2018 and 2019. Velásquez Díaz, 2023.

Table 4
Number of clients served by CITE UT Agroindustrial Huaura

Years Services performed by CITE UT Agroindustrial Huaura Increase

2018 290 47%

2019 326 53% 36 6%

Total 316 100%

Note. Adapted from Table 73, Results of number of clients served in 2017, 2018 and 2019. Velásquez Díaz, 2023.

Figure 3 
Percentual growth in the number of services performed by agro-industrial CITEs between 2018 and 2019

 

Note. Taken from Figure 63, Percentual growth in the number of services performed by agro-industrial CITEs be-
tween 2018 and 2019. Velásquez Díaz, 2023..
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Commercial results in relation to the 
number of clients served by CITEs which 
had the 7 Ps designed versus other 
agro-industrial CITEs
Figure 4 shows that, between 2018 and 2019, 
there was a high increase in the number of cli-
ents served by CITE UT Ambo and CITE Agroin-
dustrial Huaura, which had implemented the 7 
Ps of marketing, versus the other agro-indus-
trial CITEs.

DISCUSSION
Kotler and Armstrong (2017b) state that suc-
cessful sales result from a marketing special-
ist designing the marketing mix strategies in 
relation to the clients’ needs and wants (p. 5). 
Therefore, this study argues, through its re-
sults, that marketing specialists should not 
only consider the 4 Ps of marketing but the 7 Ps 
of marketing, because the strategy design be-
comes more complete and, especially, because 
it recognizes the importance of People, Proce-
dures for client service, and the Place where the 
client is served, in order to persuade clients to 
buy the company’s products or use the compa-
ny’s services.

The results of this study show that they 
coincide with what is stated by Villanueva 
and Manuel de Toro (2018), who indicate the 
importance of commercial research to learn 

about the clients and to retain them, and other 
authors who claim that market research bring 
more certainty to the design of the marketing 
mix (Ortiz Delgadillo et al., 2015, p. 6) because 
the marketing strategies designed and imple-
mented by the agro-industrial CITEs came as 
a result of market research conducted with its 
target audience. 

CONCLUSIONS 
• The implementation of the 7 Ps of market-

ing positively influenced the commercial 
management of agro-industrial CITEs in 
relation to the placement of technological 
services in agro-industrial companies from 
Peru, with the purpose of enhancing their 
competitiveness. 

• For the design of the 7 Ps of marketing to 
be effective, it is necessary to consider the 
results of market research because it will 
provide valuable information on the clients’ 
needs and wants. The results of the situa-
tional analysis of CITEs must also be con-
sidered, in order to learn their strengths, 
weaknesses, opportunities, and threats.

• To enhance the CITEs’ commercial perfor-
mance, it is not enough to offer the best 
product or service. It is important to know 
how to sell it; this is why it is advisable to 
use an effective commercial management 

Figure 4
Percentual growth in the number of clients served by agro-industrial CITEs between 2018 and 
2019

 

Note. Taken from Figure 64, Percentual growth in the number of clients served by agro-industrial CITEs 
between 2018 and 2019. Velásquez Díaz, 2023.
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process considering the gathering of mar-
ket data. This information helps design the 
7 Ps of marketing as strategies, and then 
the necessary sales techniques are used to 
let the clients know that, if they purchase 
our products or services, they will be able 
to solve their problems in relation to opera-
tions management.

• Peruvian CITEs that serve various business 
sectors must have marketing specialists 
to ensure better commercial performance. 
Marketing specialists study market behav-
ior and consumer needs. They also show the 
capability, creativity and necessary knowl-
edge to persuade clients to purchase the 
CITEs’ products and services.

• Given that we are now living in a virtual 
era, it is advisable to investigate the degree 
of influence that artificial intelligence use 
may have in the competitiveness of CITEs in 
the agro-industrial sector.
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